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ABSTRAK

The purpose of this study is to examine the consumer purchasing decisions of the SME
market in Indonesia. Traditional markets and SMEs are widely spread in Indonesia,
providing many products that provide many alternatives for consumers to shop to meet their
needs.This research method compares the results of research and journals that examine
consumer purchasing decisions in the SMEs or traditional markets in Indonesia.The results
of previous studies and journals are reviewed and reviewed with existing purchasing
decision theories so that it can be concluded what consumers consider in buying products
in the SMEs or traditional markets.Findings from previous studies indicate that the factors
that influence consumer purchasing decisions in the Indonesian SME market differ from
each other, each variable influences differently such as location, price, product
completeness, service quality, product quality.This can be seen from the influence of each
variable (location, price, product completeness, service quality, product quality) on
consumer purchasing decisions in the Indonesian SMEs market. The results of this study can
be a reference and consideration for managers and traders of the SMEs market in Indonesia
so that consumers are interested and repeat shopping at the SMEs market.

INTRODUCTION

Many factors influence consumer purchasing decisions on the SMEs market.
Every consumer has a choice and consideration in buying a product in the
market. The SMEs markets in Indonesia have certain characteristics that
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differ from one another. According to Hawkins & Mothersbaugh (2010), the
purchase decision is an evaluation process carried out by consumers both in
terms of products, brands and services from several alternatives that exist so
that one of them was chosen.

Impact outbreaks of corona virus disease 2019 (Covid-19), a reduction in
outside activities causes businesses to experience both positive and negative
effects due to these events. SME businesses such as traditional traders with
limited capital must be able to take advantage of the current situation, there
are still many consumers who feel anxious and afraid of the availability of
the products they need, such as food raw materials for their daily needs
(Harahap, 2020; Harahap, 2020b; Harahap, 2020). Therefore, all business
people such as traditional traders must begin to change the way their sales
not only rely on consumers or buyers who come to the market because the
numbers are limited and small because the scope is local, but more broadly
with the online marketing system (Harahap, 2020a). Location factors are
important in the development of entrepreneurs and small businesses, thus
showing that location factors must be given urgent consideration as
important factors that positively influence the performance of small
businesses (Minai & Lucky, 2011a). Consumers also stated that prices have
a significant influence on purchase intentions, especially reference prices
that most influence, so it is not easy to compare them with other brands
(Ahmetoglu, Fried, Dawes, & Furnham, 2010).

The activities of procuring goods that are in accordance with a shop-run
business or also called completeness of products (food-based products,
clothing, home goods, general products and others or a combination) to be
provided by the store at the appropriate amount, time and price to reach target
shop or retail company (Ma’ruf, 2006). Good product quality is characterized
by compliance with requirements, which comply with instructions or
standards. A product has quality if it complies with quality standards that
have been determined to include raw materials, production processes and
finished products. Then carry out activities to improve service quality as one
of the right strategies used to increase purchases. Friendly, fast, responsive
service and good communication will create a harmonious atmosphere so
that it can accelerate consumer purchasing decisions. Traditional markets
also need to facilitate customers with convenient shopping, for example in
hygienic facilities and public facilities that will make them feel more
comfortable and provide opportunities to attract more customers.

Traders should maintain the price because they are already approved by the
buyer, as well as locations that are considered strategic for the buyer. For this
reason, SME traders must always maintain and even improve service quality,
product quality, convenience and safety of shopping so that buyers trust and
want to come again to shop at the SME market. The management of SMEs
markets should also pay attention and always evaluate input about market
conditions and analyze the factors that influence buyers to shop at the SMEs
market and factors that influence traders so that they want to trade in the
SMEs market. This needs to be done so that market conditions are even better
which provides satisfaction for traders and buyers (Agustini, Amanah, &
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Harahap, 2020), a collaboration and tools are needed that facilitate and make
it easier for traders and consumers to transact buying and selling with an
online system, especially for small traders. in the SME market (Harahap,
2020b). This process can be done by ordering the desired item through a
vendor or manufacturer and reseller using the internet. Then make payments
by transferring via bank, e-bank, or cash on delivery (Harahap & Amanah,
2018b).

The results of previous research and journals were reviewed and analyzed in
relation to the existing theory of purchasing decisions, so that it can be
concluded that consumers consider buying SME products in traditional
markets. The results of previous studies indicate that the factors that
influence consumer purchasing decisions in the Indonesian SME market are
different from each of the variables that influence it, such as location, price,
product completeness, service quality, product quality. This can be seen in
certain SME markets compared to other SME markets, where the influence
of location, price, product completeness, service quality, and product quality
differs from each other on consumer purchasing decisions in the Indonesian
SME market. The results of this study can become a reference and
consideration for managers and traders of the SME market in Indonesia and
other countries in attracting consumers to shop and even repeat shopping at
the SME market.

Overall, this paper makes three contributions: (1) enriching current research
on the topic of consumer behavior in small and medium enterprises, (2)
analyzing research in the field to provide information on consumer
purchasing behavior in the SME market, and (3) providing research
direction. the future regarding consumer purchasing decisions, especially in
the context of small and medium enterprises.

LITERATURE REVIEW

Purchasing behavior is currently receiving a lot of attention from marketers
and researchers because of its important role in anticipating operational
success and achieving the company's sustainable competitive advantage
(Parasuraman, Zeithaml, & Berry, 1985; Zeithaml, 1988; Dodds, Monroe, &
Grewal, 1991; Bolton & Drew, 1991; Holbrook, 1994;Cronin, Brady, &
Hult, 2000). Purchasing decisions can be defined as an ongoing process that
refers to wise and consistent actions taken to produce the required
satisfaction. In general, customers are quite rational and utilize information
systemically available to them (Ajzen & Fishbein, 1980). Purchasing
decisions can be seen symbolically in terms of emotional responses, sensory
pleasures, daydreams or aesthetic considerations (Engel, Blackwell, &
Miniard, 1993).

Consumer purchasing decisions not only in the form of consumer responses
to the goods and services offered, but also respond to forms of purchase in
an environment that pleases consumers (Diawan, Kusumawati, & Mawardi,
2016). Thus, the purchase decision can be a measure of achieving the
company's goals or not. Furthermore, in making product purchase decisions,
the customer's recent experience in using products also influences the desires
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in the decision making process (Ahmed, Rizwan, Ahmad, & Hag, 2014). The
purchase decision making process is the stages through which the buyer
decides the choice of the product or service to be purchased (Kerin,
Berkowitz, & Hartley, 2005; Khan & Lodhi, 2016), found that consumers
always try to choose products that fit the offered image which is the majority
of the style that respondents prefer and also the celebrity appeal that
influences their purchasing decisions and increases the effectiveness of
advertisements supported by celebrities.

From a marketing strategy perspective, a consumer purchasing decision
means meeting the target customer needs and increasing customer
satisfaction (Porter, 1985). Previous research has explained the
multidimensional and context-dependent nature of perceived value for
purchasing decisions (Parasuraman, Zeithaml, & Berry, 1985; Zeithaml,
1988; Dodds, Monroe, & Grewal, 1991; Bolton & Drew, 1991; Holbrook,
1994;Cronin, Brady, & Hult, 2000). Purchasing decisions can be changed or
modified with the state of people and / or consumption situations that come
from vendor quality attributes. Literature review of consumer behavior
(Engel et al., 1993), summarizes the picture of purchasing decisions as
personal phenomena, situational phenomena, social phenomena, perceived
contextual phenomena.

Understanding the stages and factors that influence the consumer’s decision
making process in making a purchase is an important step in creating
customer satisfaction. High customer satisfaction causes repeated product
purchases and communicates a positive impression of a product (Negricea
& Edu, 2015). Some definitions of the purchase decision above, the authors
conclude in a general perspective that the purchase decision is a decision-
making response to determine the choice of a product to be purchased and
consumed.

Purchasing decisions are the selection of two or more purchase alternatives,
which means that if someone will make a decision, then there must be several
choices (Schiffman & Kanuk, 2010). Before deciding to purchase goods or
services, consumers usually go through various stages. There are five stages
of consumer purchasing decisions (Kotler & Keller, 2012), namely problem
identification, information search, alternative evaluation, purchasing
decisions, post-purchase behavior.

Location is busy with companies to distribute products to targeted
consumers. Decision making about locations is difficult to change and
adjustments take a long time, so decisions about location require careful
thought and need to pay attention to consumer characteristics and
environmental characteristics. According to Elliott, Rundle-Thiele, &
Waller (2012), location is the company's activity to provide products or
services available to consumers at the right time and place. The company
places goods or services in these places so that they can be reached by
target customers. The location itself is planning the distribution program
and implementation of products or services through the right place or
location (Levy, 2007). The importance of location factors in the
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development of entrepreneurship and small businesses shows that
location factors must be taken into consideration as an important factor
that will positively influence the performance of small businesses (Minai
& Lucky, 2011b).

Companies need to be aware of and evaluate the factors determining
consumer purchasing decisions, where locations that are easily accessible
and close to the crowd are the right locations for businesses. If there is a
mistake in choosing the location / place of business it will have a major effect
on the sales cycle continuously. According to Somlev & Hoshino (2005),
location variables are important determinants of expansion strategies and are
indispensable in analyzing MNEs. The attractiveness of retail is an important
aspect of retail location strategy as seen by buyers. Retailers may be able to
develop sustainable competitive advantages through location strategies
(Levy, Weitz, & Grewal, 2013). This involves a decision where to find the
right store location and how many stores for the convenience of buyers. The
retail location strategy can be divided into two broad areas namely market
factors and operative factors (Khan, 2011). Market factors are factors related
to the potential location to attract consumers and increase sales, while
operational factors are more related to the efforts involved in opening and
operating a store.

Strategic location allows easy access, attracts more customers and increases
the potential for retail outlet sales. Thus accessibility affects the acquisition
of populations from shopping centers (Kocaili, 2010). Retail locations have
long been considered important strategic business decisions for a number of
reasons. First, the choice of store choices by consumers is strongly
influenced by the accessibility of retail locations according to the spatial
interaction model that shows the relationship between consumer perceptions
about utility and destination characteristics (Saxena, 2011). Second, retailers
might be able to develop sustainable competitive advantages through
location strategies (Levy, 2007). The choice of store location has a large and
profound impact on business performance. The wrong choice can mean
failure, while a good choice can direct the business towards success all the
time.

From some of the above location definitions, the authors conclude based on
the general perspective that location is a place or position in the form of a
container or facility intended for business activities as well as receiving and
sending various products to sell and provide products that consumers need.
According to Tjiptono & Chandra (2008), selection of physical location
requires careful consideration especially the following factors: Access,
Visibility, Traffic, A spacious, Environment, Competition, and Government
regulations.

According to Kotler (2008), price is the amount of money that consumers
exchange for the benefit of owning or using a product or service. Price acts
as the main determinant of buyer choice. Price is the only marketing mix
element that generates income for the company, while other elements incur
costs. The price level is a major component in managing multiattribute
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products. The price level seems to be the main feature that becomes one of
the consumers' judgment (Lawson & Bhagat, 2002), where consumers make
product quality conclusions based on price (Rao & Monroe, 1989). The more
prices that are adjusted to a product, it will increase the purchasing decision
of the product. According to (Ebitu, Essien, & Basil, 2012), prices have a
significant influence on buying behavior. Kukar-Kinney, Ridgway, &
Monroe (2012), found that consumers were more interested in cheaper
products and they would buy them. Beneke, Flynn, Greig, & Mukaiwa
(2013), state that prices have a positive effect on the perceived value of the
product and ultimately have an impact on purchasing decisions.

According to Satit, Tat, Rasli, Cin, & Sukati (2012), price is one of the
marketing mix elements that most influences consumer purchasing
decisions. Their results show that travel agents can retain old customers by
offering competitive prices and giving special discounts. The author makes
conclusions in a general perspective based on several definitions above,
where price is a value or benefit used to be exchanged for the amount or
amount of money between seller and buyer of a product, whether in the form
of goods or services.Acc ording to Kotler (2008), there are four indicators
that characterize prices, namely: Affordability of prices, Price match with
product quality, Price competitiveness and Price matches benefits

Product completeness is something that can be offered to the market to be
considered, owned, used or consumed so that it can meet the wants or needs
of customers (Kotler & Armstrong, 2014). In a further explanation stated that
the completeness of the product is the availability of all types of products
offered to be owned, used or consumed by consumers produced by producers
(Kotler, 2007). According to Engel & Blackwell (2002), the completeness of
the product is the completeness of the product which concerns the depth,
breadth and quality of the product offered as well as the availability of the
product at any time in the store.

Completeness The product is positioned to include every important feature
in the category and appeals to many eligible customer segments. To date,
managers have responded to increasing customer fragmentation by
expanding portfolios with specialized products that target well-defined
segments. More complete and diverse products become complex for
consumers to make decisions, characterized by confusion in choosing a
product and a longer selection delay (Kaplan, Szybillo, & Jacoby,
1974;Lurie, 2004;Malhotra, 1982). This strengthens the assessment of a
complete product, because easy understanding and fast processing have a
positive impact.

Some research results show that multi attribute products are considered more
complete and more positive, derived from two main influences, namely 1).
More positive evaluations and higher product usability are obtained from
adding new features to multi attribute products before buying (Thompson,
Hamilton, & Rust, 2005;Bertini, Ofek, & Ariely, 2009; Mukherjee & Hoyer,
2001; Nowlis & Simonson, 1996; Brown & Carpenter, 2000); 2). More
positive evaluations provide comprehensive information on the impirically
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factual implications of product completeness (Dutta-Bergman, 2004;
Eysenbach, Powell, Kuss, & Sa, 2002). From several definitions of product
completeness above, according to the writer in general perspective, it is
stated that the completeness of the product is a condition that is influenced
by the amount or diversity of products available in a place of business offered
by the seller so that there are many choices for consumers to meet their wants
or needs.

The factors considered by consumers in choosing the products they sell
according to (Gilbert, 2003) are: 1). Variety, the completeness of the
products sold can affect the consideration of consumers in choosing a store,
2). Width or Breath, the availability of complementary products from the
main products offered, 3). Depth, is the type and type of characteristics of a
product, 4). Consistency, products that are in accordance with the wishes of
consumers must be kept in existence by maintaining completeness, quality,
price, and 5). Balance, is closely related to efforts to adjust the type and
variety of products.

Product quality is defined as a thorough evaluation of customers for the
good performance of goods or services (Donavan, Minor, & Mowen, 2016).
We can say that the seller has produced good quality if the product or service
of the seller meets or exceeds customer expectations (Kotler & Keller, 2012).
According to Goetsch & Davis (1996), product quality is a dynamic
condition related to products, services, people, processes, environments that
meet or exceed what is expected. Quality issues are an important part and
need to get serious attention for managers in carrying out business operations
strategies. The product is said to be of good quality if the attributes or
characteristics of the product or service give a match to the user. Objectively
understanding quality is a special standard by which ability, performance,
reliability, ease of maintenance, characteristics can be measured.

Research conducted by Ebitu et al., (2012), also found that product quality
has a significant influence on purchasing behavior. Beneke et al., (2013),
states that product quality has a positive effect on perceived product value
and ultimately on purchasing decisions. According to Alfred (2013), product
quality has a positive and significant effect on consumer purchasing
decisions. Fandos & Flavian (2006), also found that product quality both
intrinsically and extrinsically had a significant impact on purchasing
decisions. From the several definitions of product quality above, according
to the author in general perspective it is concluded that product quality is the
suitability of the value or benefits expected and needed by consumers for a
product, which affects the good or bad of consumers' perceptions after using
or consuming the product. Product quality in the form of goods or services
is determined by dimensions. According to Tjiptono (2015), product quality
is divided into 8 dimensions, namely: Performance, Durability, Compliance
with Specifications, Features, Reliability, Aesthetics, Quality of Impression,
and Service Capability.

The conceptual definition of service quality developed by Parasuraman,
Zeithaml, & Berry (1988), has been widely used to compare the superiority
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of services delivered by marketers to what customers want. According to
Wirtz & Lovelock (2016), service quality is an expected level of excellence
and control over excellence is to meet customer desires. There are two main
factors that affect the quality of company services, namely customer
expectations and company performance perceived by consumers. The
quality of the company's services is considered good and satisfying if the
company's services received exceed consumer expectations, if the company's
services received are lower than expected then the quality of the company's
services is perceived poorly.

Good service quality is one of the important factors to determine purchasing
decisions. Service quality can be said to be good or quality if the services
provided by a company can satisfy its customers. Competition is getting
tougher in the current era of the digital revolution, therefore every
company must be able to compete to win the competition. The orientation
of the marketing world has changed from profit oriented to satisfied
oriented. Many ways are done by companies to increase purchases by
providing more satisfying services than those made by competitors.
Quality provides an impetus for consumers to establish strong bonds with
the company.

Some definitions of service quality above lead the writer to conclude in a
general perspective that service quality is an activity that describes the
condition of customers by comparing the services they expect with what they
receive from a company. The conceptual model of service quality for
empirical tests in this study is demonstrated through an assessment of the
overall service quality of consumers (or SERVQUAL) which is a function
of service quality (or results) and five components of service quality
including reliability, responsiveness, assurance, empathy, physical evidence
(Parasuraman et al., 1988; Cronin & Taylor, 1992).

RELEVANT RESEARCH

Muhammad Wahyu Ali A. H, W, & Listyorini (2013), entitled “Pengaruh
Keragaman Menu, Kualitas Produk, Citra Merek Dan IklanTerhadap
Keputusan Pembelian”. The results showed that all three variables (menu
diversity, product quality, brand image, advertising) had an influenced on the
purchasing decision. Menu diversity is the most influential variable.
Diponegoro Journal of Social and Politics,
http://ejournalsl.undip.ac.id/index.php/: 1-9.

Walukow, Mananeke, & Sepang (2014), entitled “Pengaruh Kualitas
Produk, Harga, Promosi Dan Lokasi Terhadap Keputusan Pembelian
Konsumen Di Bentenan Center Sonder Minahasa”. The results showed all
four variables (product quality, price, promotion and location) influence
consumer purchasing decisions. But partially the location has no effect.
EMBA Journal 2(3) : 1737-1749.

Mimi (2015), entitled “Pengaruh dari Harga, Pelayanan, Lokasi dan

Keragaman ProdukTerhadap Keputusan Pembelian pada Ranch Market”.
Results showed that price, service, location and product diversity had an
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effect on purchasing decisions at the Ranch Market both partially and
simultaneously. Jurnal Ekonomi 20 (1) March : 89-102.

Widodo (2016), entitled “Pengaruh Kelengkapan Produk dan Kualitas
PelayananTerhadap Keputusan Pembelian Pada Swalayan Ada Baru Di
Kota Salatiga”. The results showed both variables (product completeness
and service quality) simultaneously affected consumer purchasing decisions.
But partially the location has no effect. Journal of Among Makarti 9(17) :
94-116.

Sucipto & Amboningtyas (2017), entitled "Effect of Completeness of
Product, Location and Price on Decision of Purchase in Mini Market in the
Region of Tembalang City of Semarang™ stated location has no effect on
purchasing decisions. However, simultaneously product completeness,
location and price influence consumer purchasing decisions. Journal of
Management 3(3) : 1-6.

Peridawaty, Karuehni, & Kristinae, (2019), entitled “Peran Promosi Dalam
UMKM Tas dan Sepatu Rotan di Palangka Raya”. The results showed that
sales promotion had an effect on purchasing decisions of Rattan Bags and
Shoes MSMEs in Palangka Raya. Media Bina limiah. VVol.14 No.2. 2047-
2054.

Puspitasari & Indiworo, (2019), entitled “Factors Affecting Purchase
Decisions In Central Bandeng UKM, Tawang Mas, Semarang”. The results
showed all three variables (price, packaging, brand) influence purchasing
decisions. Business Management Analysis Journal (BMAJ) Vol. 2 No. 2.
Suryati, Dolorosa, & Oktoriana, (2020), entitled “Bauran Pemasaran
Olahan Lidah Buaya Terhadap Keputusan Pembelian Secara E-Commerce
UKM I Sun Vera”. The results showed that the product marketing mix, price
and process influenced the purchasing decision of aloe vera processed
products by e-commerce. SOCA: Jurnal Sosial Ekonomi Pertanian Vol. 14
No. 1, page 132 — 145.

Agustini et al., (2020), entitled “Consumer Decision to Buy Vegetables at
Traditional Markets in Medan, Indonesia”. The results showed that six
variables (price, location, trust, comfort, product quality, service quality)
influenced the decision to buy vegetables in a traditional market in Medan,
Indonesia. American International Journal of Business Management
(AIJBM). Volume 3, Issue 6, page 109-123.

RESEARCH METHODS

The method used in this research is a systematic literature review covering
the subject of studies that have been carried out in the Indonesian SME
market based on previous research that has been published in various
journals, from various factors that influence consumers to buy a product in
the SME market. Then we examine the findings of the research results and
the theories that support them from each of the variables in the study, so that
the results can be used as a reference for SME market managers and traders
in running their business.

RESEARCH RESULTS AND DISCUSSION
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Effect of location on consumer purchasing decisions

From several studies that have been conducted show that location influences
consumer purchasing decisions (Ghanimata & Kamal, 2012;Rizal, Adam, &
Ibrahim, 2017;Husen, Sumowo, & Rozi, 2018;Senggetang, L.Mandey, &
Moniharapon, 2019). This means that choosing the right business location
will determine the success of the business in the future. Strategic location
will give a good effect on sales. But in other studies (Harahap, 2015; Jailani
& Hufron, 2017;Harahap & Amanah, 2020), stated that location has no effect
on consumer purchasing decisions. This means that the location for certain
types of businesses such as traditional markets does not affect consumers in
deciding to buy.

Effect of prices on consumer purchasing decisions

Several previous studies have shown that prices influence consumer
purchasing decisions (Brata, Husani, & Ali, 2017;Sagala et al.,
2017;Amanah & Harahap, 2018; L. M. Harahap, Amanah, Harahap, &
Jubaidah, 2019). This means that the high or low price of a product is a
consideration for some consumers to decide whether to buy or not. But in
other studies (Harahap & Amanah, 2018;Harahap, Hurriyati, Disman,
Gaffar, & Amanah, 2019), stated that prices do not affect consumer
purchasing decisions. This means that price is not a major consideration for
consumers to buy products. Other factors can be considered by consumers
such as trust in the store. Some consumers buy products despite high prices,
here consumers prioritize the trust and satisfaction they receive over price.
This means that even high-priced products will be purchased if consumers
already trust and are satisfied that they obtained from previous purchases.

Effect of product completeness on consumer purchasing decisions

Several previous studies indicate that the completeness of the product
influences consumer purchasing decisions (Amanah, Hurriyati, Vanessa
Gaffar, Layla, & Harahap, 2017; Setiawan & Maskan, 2017; Harahap,
Hurriyati, Gaffar, & Amanah, 2017; Aminullah, Suharto, & Diansari, 2018).
This means that the more complete the products provided by a store will
make consumers have many choices of the desired product purchase and a
more complete product will have a positive impact on consumer confidence.
But in other studies (Rahayu, 2018;Harahap, Amanah, & Agustini,
2018;Masibbuk, Moniharapon, & Ogi, 2019), state that the completeness of
the product has no effect on consumer purchasing decisions. This means that
consumers do not make the completeness of the product as the main
consideration of the purchase, there may be considerations more important
than the completeness of the product such as price or ability. So consumers
do not pay attention to complete or not products provided by a store, because
that is not the reason for their purchase.

Effect of product quality on consumer purchasing decisions
Previous research shows that product quality influences consumer

purchasing decisions (Putra, Arifin, & Sunarti, 2017;Brata et al., 2017;Rizan,
Nauli, & Saparuddin, 2017;Herawati, Prajanti, & Kardoyo, 2019). This
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means, if marketers create better product quality, consumer purchasing
decisions on products will increase. Consumers will buy attractive and
quality products to meet their needs and desires in traditional markets.

Effect of service quality on consumer purchasing decisions

Some previous studies indicate that service quality influences consumer
purchasing decisions such as (Setiawan & Maskan, 2017;Amanah, Harahap,
& Lisnawati, 2017; Harahap & Amanah, 2018; Boediono, Christian, &
Immanuel, 2018). This means that the quality of service delivered by
marketers has an impact on consumers' perceptions in deciding purchases,
so that if the service gets better the purchasing decisions will increase. Other
studies show different results, where Ena, Nyoko, & Ndoen (2019), states
that service quality has no effect on consumer purchasing decisions.This
means that for certain types of businesses such as in traditional markets,
service quality is not a major consideration for consumers in deciding on a
purchase.

CONCLUSIONS, IMPLICATION AND RECOMMENDATIONS

CONCLUSION

This paper provides insight into the topic of consumer purchasing decisions
for small and medium enterprises (SMESs). The summarized research results
show that consumer behavior in purchasing decisions in the Indonesian SME
market is influenced by several factors, namely; location, price, product
completeness, product quality, service quality, other factors such as;
security, promotion. This means that all these factors become important
considerations for consumers to buy products in the SME market, which in
turn can become a reference for the SME market to implement strategies so
that consumers are interested and continue to shop. Most of the research on
SMEs has been conducted in several countries in Asia, Africa and Europe.
The methodologies used are mostly quantitative and qualitative. To enrich
the topic in research, more research in mixed methods is needed. There are
still many possibilities for future research on consumer purchasing decisions
in the small to medium enterprise market.

IMPLICATION AND RECOMMENDATIONS

The trend of consumer purchasing decisions in the SME market, which is
influenced by the aforementioned factors, is an important consideration for
SMEs in Indonesia. This will have an impact on the SME market, which
provides a variety of products to meet consumer needs and desires. The SME
market must be responsive in managing its business so that consumers are
still interested in shopping at their stores because basically consumers tend
to have many choices in shopping at the SME market to meet their needs.
This paper is limited to the search for the keywords used. Future research
should use more keywords, provide other journal sources or more broadly,
and on a wider variety of industry types and sizes, so as to enrich this topic.
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